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+ BRAND AWARENESS STUDY RESULTS (2012)

+ OVERVIEW OF 2012-13 WINTER CAMPAIGN
— NATIONAL
— KEY MARKET
— EVENT SPONSORSHIP
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RESULTS:
BRAND AWARENESS STUDY
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DRAMATIC INCREASE IN BRAND
AWARENESS
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MADE A SPLASH IN SLC

+ 35% aware, an increase of 52% over the course

of one campaign

Unaided Awareness as a Travel Destination
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CREATIVE MESSAGE IS WORKING

+ Those aware Of Associate with Montana

Mean Score (1-5 Scale)
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ADVERTISING AWARENESS
INCREASES

+ 15% In 2012, a 25% Increase over 2011 and a 4-
fold increase since 2009

Unaided Advertising Awareness
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TRAVEL INTENT UP

+ Likelihood to travel at all-time high of 31%
+ Up 24% over 2011; up 82% in since 2009

Likelihood to Travel

Total W1 |Total W2 | Total W3 | Total W4 [ Total W5 | Total W6| Total W7 | Total W8
All Aided Destinations Top Box (4 or 5 Score) (A) (B) (©) (D) (E) (F) (G) (H)
California 47% 52% 59% 61% 58% 61% 65% 64%
Colorado 32% 31% 42% 39% 41% 40% 44% 48%
Washington 23% 23% 49% 50% 49% 48% 46% 48%
Oregon 20% 18% 42% 45% 44% 45% 45% 46%
Utah 21% 17% 25% 22% 25% 27% 42% 43%
Yellowstone National Park 25% 21% 27% B 26% B 26% B 27% B [35% ABCDEF|36% ABCDEF
Michigan 29% 27% 38% 34% 37% 36% 33% 33%
Alaska 20% 22% 27% 27% 23% 25% 29% 32%
Montana 17% B 13% 24% AB | 23% AB | 23% AB | 25% AB |31% ABCDEF|31% ABCDEF
Wyoming 16% 13% 23% 20% 20% 19% 30% 31%
Idaho 11% 8% 23% 24% 24% 23% 31% 30%
Rocky Mountain National Park 17% 16% 26% 22% 23% 24% 27% 27%
Grand Teton National Park 15% 13% 18% 17% 17% 18% 26% 26%
Glacier National Park 15% 13% 23% AB 19% B 20% AB | 21% AB | 24% ABDE | 25% ABDE
Maine 20% 18% 21% 20% 25% 23% 24% 24%
Vermont 18% 14% 19% 17% 20% 20% 22% 19%
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YEAR-ROUND CAMPAIGNS CRACK
MARKETS

+ Finally retaining the effects of campaign in Chicago

Unaided Advertising Awareness

Main Competitive Chicago W1 |Chicago W2 | Chicago W3 |Chicago W4 |Chicago W5 | Chicago W6 | Chicago W7 | Chicago W8
Set (A) (B) ©) (D) (E) (F) ©) (H)
COLORADO NET 17% 7% 9% 12% 6% 5% 8% 14%
WYOMING NET 1% 12% 0% 15% 2% 11% 1% 13%
MONTANA NET 1% 5% AC 1% 17% ABCEG 2% 10% ABCE 6% ACE 12% ABCEG
Montana 1% 5% ACE 1% 16% ABCEG 1% 10% ABCE 6% ACE 11% ABCE
Utah 8% 3% 5% 3% 3% 1% 1% 2%
Oregon 2% 0% 0% 0% 1% 1% - 1%

Yellowstone National Park

0%

0%

0%

1%

1%

0%

1%

Glacier National Park

0%

0%

0%

0%

1%

0%

0%

0%

+ Ad awareness increases translate to travel intent
Increases over time: National up 50% in 4yrs; Chicago up
50% in 4 yrs; Minneapolis up 44% in 3 yrs
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BRINGING DOWN OBSTACLES TO
PURCHASE

+ “Not familiar” dropped from high of 16% to 3%;
+ “Nothing interests me there” dropped from 21% to 9%;
+ “Too far away” dropped from 19% to 13%

Why NOT Inclined to Travel to Montana

Total Geotravelers Not Likely or Total W1 | Total W2 |Total W3|Total W4 | Total W5 | Total W6 | Total W7| Total W8
Definitely Will Not Travel to Montana (A) (B) (©) (D) (E) (F) () (H)
Other places wish to see more 27% 30% 39% AB 41% AB 36% A 42% AB 40% AB 47% ABE
Been to MT recently/already 8% 5% 11% B 10% B 11% B 11% B 10% B 12% AB
No time 5% 8% 4% 9% C 10% AC 9% AC 9% AC 11% AC
Too far away 17% CD 19% CDEFGH 11% 10% 12% 13% 13% L 13%
Can't afford/Budget/Economy 16% CH 14% H 10% 13% 14% H 14% H 13% H 9%
Nothing interests us/me there 21% EFGH 18% EGH |[21% EFGH| 17% GH 13% 13% 10% 9%
No friends/family there - 0% 5% B 8% B 7% B 7% B 5% B 7% B
Not appealing for small children 3% 3% 3% 7% B 4% 5% 4% 4%

Not familiar with Montana 13% CDEFGH|16% CDEFGH| 8% DFGH 2% 4% 4% 4% — 3%
Not driveable/traveling only by driving 4% CDEF 3% E 2% 1% 1% 1% 4% DE 3%
Difficult to travel to 3% 6% DEFH 5% 2% 2% 2% 39 29%

No travel planned 1% 2% 1% - 1% 2% 0% 1%

Not enough vacation for an extended trip - 5% CEFG 2% - 2% 2% 1% -
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2012-13 WINTER CAMPAIGN

M O N TA N A Office of Tourism, Department of Commerce * October 2012



CAMPAIGN OVERVIEW

+ MARKETS

— National
— Key Markets: Chicago, Minneapolis, Seattle, Portland

+ MEDIA

— National: Print, Online, Event Sponsorship
— Key Market: Out-of-Home, Radio, TV (Portland only)

+ TIMING: October 15, 2012 — January 31, 2013
+ MEDIA BUDGET: $2,405,000

M O N TA N A Office of Tourism, Department of Commerce * October 2012



WINTER MEDIA BUDGET

Co-op Match National Print
Event 7% A 10%
Sponsorship_
12%

Key Market
Radio
13%

Key Market TV
(Portland Only)
4%
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PRINT
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WINTER PRINT: PARTNERS

+ Qutside

+ National Geographic Traveler
+ SKi

+ Backpacker

+ Travel & Leisure

+ Food & Wine

+ History
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| JUST LOVE TO MAKE TURNS

and that freedom | enjoy on a pair of skis is without comparison in any other sport.
You can look out on a bluebird day; the sky is cobalt and the powder snow is as
deep as you want. | could live anywhere in the world, and | choose to live here in
Montana, all winter long. —WARREN MILLER M O N TA N A SKIMT.COM

Moonlight Basin, Big Sky, Montana
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MONTANA

Whitefish Mountain Resort

AN INTERVIEW WITH

Ski movie pioneer Warren Miller has carved turns from the
Himalayas to the Rocl from the Alps to Antarctica. His
movies about those trips make you laugh out loud and yearn
for more; they make you want to etch some tracks of your
own. Recently, in his slopeside home near Big Sky, Montana
and Yellowstone National Park, he sat down with veteran
Montana journalist Scott McMillion to discuss mountains and
the freedom they can give you

Scott McMillion: People all over the world rave about
your movies. What makes them so popular?

Warren Miller: When | started filming in 1947, there were
only 15 chairlifts in the world. And | liked to tell stories
about how wonderful those places are, so | would give a
little history while guys were coming down the hill. Or I'd
say something funny to cover up some bad photography.
The movies got more sophisticated over time, but they're
still basically stories about that simple word called freedom.
That's what |'m always preaching

SM: How does skiing equal freedom?

WM: When you get to the bottom of the hill after a good run,
you're a different person. You've been psychoanalyzed. It's
like somebody drilled a hole in your brain, inserted all this
wonderful scenery, people, snow and freedom. And it forces
out the bad stuff,

SM: Hard to argue with that. But why did you settle in
Montana? The world has a lot of great skiing.

WM: In Montana, you can still find skiing the way it used to be,
We've got fine resorts, but some of the motels at the smaller
hills still advertise “color TV." And the best meal might be out
at the only restaurant. In other states, resorts attract 25,000
people a weekend, | don't think there are 25,000 skiers in all of
Montana. A good run plants a good memory and in Montana,
you can still make a lot of memories in one day.

SM: So this is your winter home.

WM: I'm 87 years old. For 55 years of my life, | traveled the
world with my skis and camera and made movies of all that
stuff, But when | came to Montana, | built a house.

Warren Miller, 1952 |

RREN

| LLER

Kl FILMMAKER & STORYTELLER

See the maiic of Yellowstone in |¢'s secret season: winter,

SM. Has skiing changed much during your career?
WM: When | started, anybody who could make six turns
without falling was an extreme skier. The lifts ended where
the mountain got really steep, because people couldn't
handle that stuff.

SM: What’s your take on snowboards?

WM. | put snowboards in my films seven years before they
were allowed on chair lifts. | don't care what people have
on their feet as long as they don't run Into me and they
have a smile on their face.

SM: What hasn’t changed?

WM: People still do what it takes to go skiing, | don't like
the term ski bum because a bum doesn't work. But at a ski
resort, they're driving cabs, cooking pizza, shoveling snow,
so that on a day like today, with six inches of fresh snow,
they're the first guy or girl on the lift in the morning. That's
the golden spoon they eat from

SM: You make it sound pretty good. Fresh powder
and golden spoons.

WM: I'm a big proponent of people taking a year off when
they finish college. Cook some pizzas and go skiing. Who
knows what could happen?

SM: Are you still making movies?

WM: | sold the film company. Now I'm focusing on my
autobiography. |'ve been a storyteller almost since day
one, and I'll be a storyteller until | die. And Montana is a
good place to write.

SM: Here in the middle of a ski resort?

WM: This is a special place in a world with alot of blemishes.
In a city, you've got to breathe the smog, stop for the traffic,
pay as much as $15 an hour to park your car. When the
snow covers everything, you don't see those blemishes
And at Montana ski areas, the parking is most likely free,
though sometimes the lot might not be plowed right away.

SM: Is that a problem?
WM: Not really. In Montana, everybody keeps a shovel in
their car.

View more about Warren and skiing in Montana at
SKIMT.COM




ONLINE
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WINTER ONLINE: PARTNERS

+ Ski & Skiing + TripAdvisor
+ Discovery + Brightroll

+ Food Network + Yahoo

+ IExplore + Search

+ National Geographic

+ ScCripps

+ Sojern

+ Travel Channel
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SHAPED BY WINTER / SKI
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Winter Adventures Play Full Video Ski Areas
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SHAPED BY WINTER / WILDLIFE

< . A% 3 "WATCH FULL VIDEO

CLICK TO EXPAND

MONTANA SHAPED BY WINTER 15 UNDISCOVERED
Winter Adventures Play Full Video Ski Areas

MONTANA
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SHAPED BY GEYSERS

CLICK TO EXPAND

MONTANA
‘-4- GATEWAY. TO YELLOWSTONE

M O N TA N A Office of Tourism, Department of Commerce  October 2012



SHAPED BY GLACIERS
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Winter Adventures Play Full Video Ski Areas
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It's deeper in Montana. The
snow, sure—three storms in the
past two weeks and nobody’s
shown up to turn it into moguls
yet. But the experience, too—in
the backcountry of Glacier or
among the wildlife in Yellowstone,
alone with the snow ghosts in
Whitefish, or on a wooden
two-seater at a mom-and-pop ski
hill, there’s a different feeling
here. The air is a little fresher,
nature is a little closer and time
moves a little slower.
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2012-13 WINTER SEASON CAMPAIGNS

KEY MARKET CAMPAIGNS
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KEY MARKET CAMPAIGNS

+ Markets
— Chicago
— Seattle
— Minneapolis
— Portland (NEW for FY13)

+ Timing: October — December 2012
+ Paid Media

— Out-of-Home
— Radio (:60 spots)
— TV (:30 spots)
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KEY MARKET

OUT-OF-HOME
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KEY MARKET

RADIO
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WINTER RADIO

+ Featuring Warren Miller
— Sk ¢
— Winter Experience
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KEY MARKET

SPOT TV
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2012-13 WINTER CAMPAIGN

EVENT SPONSORSHIP
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THANK YOU.
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